Marketing quality in nursing facilities.
Attempts to fill nursing home beds are an on-going process, with presentations being made to family members, prospective residents and professionals. This study was undertaken to determine what influences exist with the populations involved in these decisions. A questionnaire to five groups elicited values regarding the relative importance of ten components. While there were differences, many similarities were noted. Implications for how beds are marketed became evident. One was in targeting the marketing dollars based on special populations. Facilities are evaluated differently by families, social workers, nurses and others. This demonstrates the need for more detailed information.